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PURPOSE  A^Tp  SCOPE  OF  THE  SURVEY 

There  is  at  present  vvadespread  interest  as  to  methods  of  stimulating  con- 
sumption of  fresh  f raits  and  vegetables.     The  improvement  of  retail  merchandis- 
ing methods  through  dealer  service  is  advocated  by  many  distributors  and  growers 
as  a  means  of  increasing  sales  ana  helping  to  solve  the  problem,  of  surplus 
supplies.  •  '  ' 

The  purpose  of  this  survey  was  to  ascertain  the  present  status  of  dealer 
service  in  the  fresh  fruit  and  vegetable  industry,  its  history,  methods,  spon- 
sors, effectiveness,  and  related  inf orm.ation.     The  scope  of  the  survey  does  not 
include  a  study  or  analysis  of  adArertising. 

Grower-shipper  organizations.  State  agencies,  ad^rerti  sing  companies,  job- 
bers, and  food  chains  supplied  information  on  their  dealer-servict,  work,  V'fhich 
v;as  used  in  the  survey. 
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WrIAT  IS  DE'd.2R  SIStVICE? 

The  term  "dealer  service"  as  used  in  the  fresh  fruit  and  vegetable  in- 
dustry generally  refers  to  nierchandiin.ng  assistance  given  free  of  charge  to  pur- 
chasers, by  carlot  shippers,  .jobbers,  and  others.     The  object  is  to  stiraulate 
movement  through  the  retail  ontlots.    Retailei's  are  the  principal  recipients  of 
the  service  wh:'ch,  according  to  the  general  meaning  of  the  term,  is  performed  at 
the  point  of  retail  sale  by  representatives  of  the  seller.     Briefly  stated  it 
usually  consists  in  assistance  and  advice  to  retailers  in  arranging  attracti^^e 
displays  of  produce,  in  suppl,>d.ng  end  arranging  advertising  iriotT.-Tial  in  the 
stores,  and  in  educating  and  advi.sing  the  retailor  in  regard  to  merchandising, 
reduction  of  spoilage,  and  related  matters. 

Groxver-shipper  organizations  and  .jobb-c;rs  are  trie  principal  claoses  giving 
dealei-  service.    State  agencies,  representing  the  interests  of  the  groovers,  fur- 
nish dealer  service  in  some  instances.    Many  chain  store  organisations,  as  part 
of  their  regular  op;.; ration,  provide  a  similar  service  at  their  stores.  Restau- 
rants and  hotels  and  others  who  buy  in  large  quantities,  as  vrell  as  the  chain 
store  organizations,  arc  often  given  assistance  by  vvrholesale  sell'^rs  vjfcich  may 
be  considered  a  form,  of  dealer  service. 

Large  selling  organizations  in  some  instances  offer  a  merchandising  ser- 
vice to  jobbers  ?,rbo  handle  their  products.     Information  and  advice  is  .burnished 
on  methods  of  handling  and  selling.     This  service  t-.i  jo'rbers  is  sometimes  re- 
ferred to  as  "jobber  service",  but  some  organisations  include  serA^ce  botl  to 
jobbers  and  retailers  in  their  dealer  ser\ace. 

"/hen  dealer  serArice  is  sponsoi-ed  by  those  i:roducing  or  handling  specific 
com-nodities  or  commodities  packed  under  specific  brands,  the  service  will  natu- 
rally be  shaped  prim.arily  to  increase  sales  of  the  products  in  vfhich  the  spon- 
sors are  interested.    Dealer  service  sponsored  by  city,  jobbe^^s  or  wholesalers 
(using  these  terms  interchangeably)  who  handle-  a  full  line  of  fruits  and  vege- 
tables from  many  growers  and  shippers  usually  has  as  its  object  tiie  promotion  of 
sales  of  all  products  handled  by  the  jobbers. 

There  is  some  difference  of  opinion  a]T.ong  members  of  the  fruit  and  vege- 
table industry  as  to  the  exact  distinction  between  dealer  service  and  otb.er 
types  of  sales -promotion  work.    Advertising  in  newspapers  or  magazines  or  by 
radio  is  not  generally  considered  as  dealer  service.    Advertising  ."..t  the  point 
of  sale  by  means  of  posters,  disnlay  material,  recir>e  •..•anphlots,  or  demonstra- 
tion as  to  uses  of  a  prodi.ict  is  visually  considered  a  for.m  of  dealer  service. 

The  iTOrk  of  p?Larjiin;-;,  preparing,  and  distributing  point-of-sale  display 
material  is  logically  a  part  of  dealer  service,    Fundmental  research,  however, 
in  regard  to  food  values,  us^,3s,  standardization,  handling,  and  spoi.lage  preven- 
tion; is  not  generally  a  part  of  dealer  service. 

Although  dealer  service  is  generally  considered  a  service  rendered  by 
seller's  representatives  at  point  of  sale,  some  gTovrer  organisations  .-md  jobbers 
augment  this  service  with  direct  mai]  to  retailers  in  an  effort  to  keep  them  in- 
fomed  and  to  educate  them,  regarding  merchandising  products  v.hich  are  in  season. 
Circulars  issued  periodica].ly  and  mailed  to  the  retailers  also  serve  this  pur- 
pose. Advertising  in  local  papers  is  considered  by  some  as  part  of  their  dealer 
service . 


-  3  - 


Di^ialor  scT^/lce  inciud'^s  such  activities  at  point  of  retail  sale  by  the 
seller's  represontatives  as: 

1.  Advi-cing  and  assisting  in  arranging  and  locating  attractive  displays  of 
fruits  and  vegetables. 

2.  Supplying  and  arran^/ing  posters  and  other  advert.-^,  sing  material  in  the  re- 
tail stores. 

3.  Educating  and  assisting  the  retailer  in  regard  to  methods  of  reducing  y'.^ast 
and  of  keeping  products  fresh,  and  atti*active  in  appearance. 

4.  Educating  I'etailers  in  regard  to  varieties,  grades,  sizes,  and  other  charst 
terist.ics  of  friiits  and  vegetables.     This  and  other  phases  of  dealer  service  may  en 
tail  use  of  mot'' on  joictures,  particularly  at  evening  meetings,  usi;ally  arranged 
through  local  jobbers. 

5.  Giving  advice  as  to  pricing  so  as  to  keep  retail  prices  in  lini  vdth  whole- 
sale prices;  educating  the  r-vtailer  in  the  use  of  attractive  price  tags  and  empha- 
sizing good  quality  as  v/ell  as  reasonable  price. 

6.  Demonstrating  that  fruit  and  vegetable  se]-ling  can  be  made  a  profitable 
enterprise . 

7.  In  the  case  of  dealer  service  by  jobbers,  demonstrating  that  a  full  line  c 
fruits  and  vegetables  well  displayed  and  properly  priced  vn.ll  help  to  attract  and 
held  customers. 

8.  Introducing,  explaining,  and  furnishing  regularly  ocriodical  publications 
containing  merchandising  suggestions  and  other  m.aterial  useful  to  the  retailer. 
This  also  relates  principally  to  dealer  service  by  jobbers. 


FELD  FOR  DlALSIi  SEPJ/ICF 

Surplus  Problem,  in  Fruits  and  Vegetables 

Estimates  of  United  States  production  for  1934-38  compared  vdth  that  of  th 
preceding  5-year  period  indicated  the  follovdng  increases:     fruits,  15  percent; 
truck  crops  for  market  as  frosh  produce,  10  pt.rcent;  potatoes,  7  percent;  svreet- 
Dotatoes,  8  percent,  with  an  average  of  10  percent  for  all  of  these  items  (table  1) 
Truck  crops  for  processing  increased  31  percent  during  the  period.    During  the 
period  1931-36  the  domestic  population  of  the  United  States  increased  only  about  4 
percent.     This  indicates  that  since  19S9  production  of  fruits  and  vegetables  has  in 
creased  faster  than  the  population. 

The  Fniit  Ctitlook  Tieport  for  1940  issued  by  the  United  States  Departm.ent 
of  Agriculture  states:  "From  present  indications  it  appears  that  during  the  next  5 
s-easons  a  larger  per  capita  supply  of  friait  may  be  e:qoected  but  an  increasing  pro- 
portion of  this  supply  will  be  comp-rised  of  citrjs  fruits."  Farm  prices  of  f raits 
for  1934-39  ranged  from  51  to  74  percent  of  the  1924-29  average. 

Tlie  provduction  of  17  truclc  crops  for  market  has  sho\'ra  an  increasing  trend 
since  1929.     The  farm  price  of  these  truck  crops  for  m.arket  during  the  ;oeriod  1934- 
39  ranged  from  S6  to  76  percent  of  the  1924-29  average. 

These  firures  indic^^te  th'.  existence  of  the  surplus  i^roblt-m  in  the  fruit 
and  vegetable  industry  and  partially  explain  the  present  interest  in    ays  of  findin 
a  solution.     The  surplus  problem,  has  been  attacked  from:  different  angles  by  various 
Ooverrancnt  programs. 


-  4  - 


Table  1.-  Production  of  frtiit  and  vegetable  crops  :in  the  United  States  1929-33  and 

1934-38  averages 


Increase 

.  ■   '  ■         '  Item 

:  1923-33 

1934-38 

from  1929-53 

:  average 

avera^re 

to  1934-38 

:  Tons 

Tons 

Percent 

13  fruits  /I  

11,755,000 

13,538,000  " 

15 

5,556,000 

6,125,000 

10 

11,350,000 

7 

',914,000 

:  2,070,000 

8 

32,890,000 

10 

3,558,000 

31 

/l  Fruits  included  are  ap^-:les,  oran^-es,  £::rapef ruit ,  lemons,  /;Tapes,  peach.v'S, 
plms  and  p:runes,  pears,  apricots,  strawberries,  cherri^:.'S,  cranberries,  and  ol.ives. 


[Z  Tnick  crops  Included  are  artichokes,  asparagi;.5,  lir.;a  beans,  snap  beans,  beets, 
cabbage,  cantalovips,  carrots,  cauliflower,  celery,  sweet  corn  (II.  J,),  cucu^nnbers, 
eggplant,  kale,  lettuce,  onions,  peas,  peppers,  spinach,  tomatoes,  and  w-atermelons . 

/3  Crops  for  processing  included  are  asparagus  (Calif.  )j  lima  beans,  snap  beans, 
beets,  cabbage  for  kraut,  sweet  corn,  cucumbers  for  pickles,  green  peas,  Di.mdcntos, 
spinach,  and  tomatoes. 

Source:    Reports  of  the  Agricultural  1,-arketing  Service  and  Bureau  of  Agricultural 
Economics,  United  States  Dopartm.ent  of  Agriculture. 

A  greater  consumption  of  many  of  the  fruits  and  vegetables  would  improve  health 
in  the  United  States.    An  article  on  "Better  I'utrition  as  a  Mational , Coal"  in  the 
Yearbook  of  Agriculture,  1939,  states:     "The  consumption  of  at  least         25  to  70 
percent  more  tomatoes  and  citrrs  frai.t,  and  abet  ti-dce  as  much  leafy,  green,  and 
yellow  vegetables  virould  be  advantageous  to  the  nutrj.ti;)n  of  our  p>ODul5.tion."  /l  The 
possibility  of  increasing  consumption  of  fruits  -and  vogetables  through  dealer  service 
of  course  varies  with  locality,  consumer  incomie,  competition  of  other,  consumer  goods, 
and  other  factors. 


Retail  Outlets 

According  to  the  United  States  census  of  business  in  1955  there  were  about 
460,000  retail  stores  in  the  United  States  classed  as  grocery,  fniit  and  vegetable, 
delicatessen  and  general  vdth  food  (table  2).     The  census  classified  stores  accord- 
ing to  their  principal  t^^rje  of  business,  so  that  in  addition  to  those  listed  in 
table  2  there  were  undoubtedlj,'-  others;  for  exara;)le,  sojie  department  stores,  restar- 
rants,  and  miscellaneous  outlets  that  I'etailed  fruits  and  vegetables.     Some  of  the 
stores  listed  as  general  stores  with  food  m.ay  not  handle  Tresh  fruits  and  vegetables. 
AS  a  roi  gh  estim.ate  it  can  probably  be  considered  thiat  tliero  are  at  least  500,000 
A  Stiebeling,  Hazel  F.     Better  l^'utrition  as  a  I'^ational  Goal.    U.  S.  Dept.  Agr. 
Yearbook  of  A,:riculture,  "Food  and  life",  p.  581.  1959. 
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Tiitail  oiitl.-;ts  for  fruits  and  Vw;^etables  in  the  United  States.     This  in  general  nay 
be  considered  the  principal  field  in  ivhich  fruit  and  vegetable  dealer  service  to  re- 
tailers has  for  its  operation. 


Table  Z.-  r^ui.iber  of  retail  grocery,  fruit  and  ves^etable,  and  delicatessen  stores  and 
general  stores  with  food,  in  the  United  States,  ]  9o5  /]._ 


Kind  of  business 

:  Independent 

Chains 

Miscellaneous 
;3,nd 

unclassif i  ed 

Total 

Grocery  store  (vdthout  meats) 
Coinbination  stores 

Fruit  and  vegetable  markets.. 

General  stores  (with  food)... 

Number 
164,404 

139,994 

6,  554 
66,701 

Number 
22, 632 

25,507 

Number 
1,702 

632 
32,632 

Number 

•  188,738 

166,255 

•  32,632 

6,554 
66,701 

377.653 

48,259 

34 , 966 

460,858 

/l  From  census  of  ?us.1ness  Retail  Distribution  of  1935.     Stores  were  classified 
according  to  principal  type  of  business.     In  addition  to  stores  .listed,  there  are 
probably  a  considerable  number  of  others,  including  soir.e  deDartment  stores,  cominis- 
saries,  restaurants,  etc.,  that  retaii  fresh  f raits  and  vegetables. 


Approxiinately  10  percent  of  the  stores  listed  in  table  2  were  members  of 
chains,  but  a  survey  of  5S  cities  in  1936  Indicated  that  chains  were  handling  23  per- 
cent of  the  fruit  and  vegetable  receipts.  /2    Siiper  m.arkets  have  incre::;sed  greatly 
in  i'Tiportance  as  retail  outlets  in  recent  years. 


DSATER  SIP.7ICE  3Y  GR0i?SR-SHir?KR  ORGANIZATIONS  AND  STATE  AGENCIES 

Dealer  service  is  comparatively  new  in  fruit  and  vegetable  marketing.    A  few 
larre  groi-ver-shipper  organizations  smarted  vrork  of  this  nature  more  than  20  years  ago 
bu',  .nany  of  the  o-r-ganizations  that  conduct  dealer  ser^dce  have  entered  the  field 
within  the  last  5  years.     Nearly  all  of  the  larger grov/er-shipper  organizations  are 
nov;-  conducting  dealer-service  work.     I'lost  of  these  grower-shipper  organizations  pro- 
duce only  a  few  kinds  of  fruits,  which  are  j.dentified  by  a  brand  or  trade  nfixie.  This 
is  designed  to  assist  in  merchandising  and  facilitates  placing  smiles  effort'  on  the 
particTJ.lar  product. 

It  has  not  been  possible  to  ascertain  the  exact  m^-iber  of  em.ployees  of  grovrer- 
shipper  organizations  engaged  in  dealer-service  activities  during  the  1939-40  market- 
ing season.     Some  organizations  employ  dealer-service  men  only  during  that  part  of 
the  year  when  their  particular  products  are  on  the  market.     In  some  instances  sales- 
men perform  dealer-service  \-;ork  in  addition  to  their  regular  duties.     Ten  grovrer- 
shipper  organizations  of  nati.onal  importance  reported  142  dealer-service  employees, 
or  an  average  of  14  each  in  the  1939-40  marketing  season,  the  last  season  for  which 
inform  it ion  was  available. 

 In  general,  the  dealer-service  m.en  call  on  the  large  and  medium-sized  in-  

Crow,  IVilliam  C.    'Vholesalc  lisrkets  for  Fruits  and  Vegetables  in  40  Cities. 
N.  S.  Dept.  Agr.  Cir.  463.  140  nv>.  Illus.,  1938.     See  r.  140. 


-  6  - 


dependent  retail  stoies  in  the  district  in  wiiich  they  are  working,    ''ostlv  they  have 
not  found  it  feasible  to  call  on  the  siiialler  independent  stores.     Contacts  are  made 
wd.th  the  headquarters  of  all  chains,  bot^T  corporate  and  vclujitar.7,  and  arrangements 
made,  when  possible,  for  using  display  nuiterial  or  carrjang  on  other  dealer-sorvice 
work.     In  some  instances  .jervlce  work  is  performed  in  the  indi^ddual  chain  store 
uni  ts . 

The  number  of  stores  that  a  de ilor-servioc  representativo  can  visit  a  day 
varies  principally''  in  accordanc3  v/ith  the  araount  of  actual  ■.vcrk  perforned  in  arrang- 
ing displays  and  in  educational  effort.    Repeat  calls  are  u.sually  nadcs  at  intervals 
of  several  wet;ks  or  longer.    Reports  from  some  of  the  larger  grovrer-shipper  organi-  . 
nations  indicated  that  their  dealer-service  men  visit-sd  from  160  to  ;^.00  stores  a 
month.     A  few  organisations  reported  a  considerably  1  xrgor  rrombor  of  calls  per  month 
per  employee,  including  short  calls  whore  display  :na+  .^rial  may  have  been  ].eft,  but 
little  educational  or  display  work  performed.    In  th    opinion  of  an  officia]  of  one 
large  grower-shipper  organisation  a  dealer-service  man  could  probably  make  40  or  45 
effective  calls  per  week,  at  reba.il  stores. 

Information  from  a  groT;.p  of  ,:':roY-er- shipper  organisations,  including  m.ost  of 
the  larger  ones  in  the  United  States  tiiat  re'ijorted  buvgots  for  sales -promotion  work 
for  1959-40  of  apprcxLmately  <i!.;5,000,000,  indicates  that  about  25  percent  of  this 
amount  was  ear-marked  for  dealer  ser\rice.    The  propoi'tion  to  be  spent  for  dealer  ser- 
vice varied  widely  among  the  organisations. 

Funds  for  financing  dealer  service  and  other  sales -promotion  programs  by 
grower-shipper  organisations  and  State  agencies  have  usually  been  raised  by  an 
assessment  on  shioments  generally  ranging  from  1  to  5  c^nts  p^r  package.    States  that 
v\rere  reported  to  have  raised  sale  promotion  or'  ad'\/ertising  funds  by  taxes  on  shipments 
of  one  or  m.ore  kinds  of  f ruits  and  vegetables  in  1938-59,  included  Florida,  Idaho, 
Washington,  Maine,  and  California.     Se^'^eral  otht^r  States  had  program.s  supported  by 
private  contributions  and  not  all  of  these  States  conducted  dealer-service  vrork.  /5  . 

The  effect  of  dealer  service  on  the  volume  of  sales  throv:.gh  the  retail  outlets 
is  difficult  to  m.easure  satisfactorily.    Vvhen  a  der'.ler-service  representati've  con- 
centrates on  display  and  on  promoting  special  sale  of  a  coinmodity  in  one  store  or 
group  of  stores  in  a  locality,  it  is  m.ostly  a  relatively  easy  matter  to  sh.ow  an  in- 
creased volujiie  of  sales.     There  is  alvrays  the  question,  however,  of  hov.^  much  of  this 
increase  is  a  net  addition  to  the  sales  of  the  comm.odity       the  district  and  how  much 
is  business  attracted  from  competitors.     There  is  also  trie  ouestion  of  hov\r  mu"!::,  if 
any,  the  quantity  m.o-vi.ng  into  consumption  vrill  decrease  i.n  the  neriod  irmediately 
following  a  special  sale  in  which  dealer-serAdce  effort  is  emyjlovcd.     The  question 
must  also  be  considered  as  to  •/■/hether  or  not  increased  salLeo  of  a  commodit;'  from  a 
certain  State  v;ore  offset  by  smaller  sales  of  the  saTiu  com.'nodity  from,  other  sources, 
or  in  smaller  sale  of  similar  or  com»peting  commodities. 

''^,'!^.en  comparisons  are  m.ade  of  the  volume  of  sales  for  a  ci.ty  or  distinct  before 
and  after  dealer  service  has  been  conducted,  changes  in  prices  must  be  given  consid- 
eration,   j'ioreover,  if  it  is  shown  that  demand  has  incre^-sed,  other  factors  may  be 
contributing  causes  such  as  advertising,  higher  ave'rage  quality  of  r..roducts,  or  in- 
crease in  consuimer  purchasing  power. 

It  is  evident  from  these  considerations  that  definite  conclusions  as  to  the 
/5  As  reported  in  Food  Industries,  August  1939,  p.  44C. 
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effectiveness  of  dealer  service  by  grovrcr- shipper  organizations  or  State  agencies  is 
very  difficuJ.t  to  evaluate,  and  information  on  which  definite  conclusions  can  be 
based  is  not  available . 

'  The  follov/ing  opinions  from  l-jrge  grov;er-shipper  organizations,  hov^^ever,  are 
of  interest:    "Our  dealer  service  is  considered  highly  effective."  "Demonstrations 
in  retail  stores  have  increased  sales  and  the  effect  is  not.  lost  irmediately.  Sales 
outlet  continues  at  a  high  rate."    "Dealer  service  has  increased  sales  and  developed 
new  markets  in  the  South  and  ijncreased  the  use  for  culinary  purposes."  "Through 
dealer  service  and  ad-'.'-ertisinr  S9.1es  volume  increased  in  8  ■.■^eeks  106  percent  and 
price  9  p-:::rcent ."    "I'Jb  ha\^e  found  this  dealer-service  v^ork  tremendously  effective." 

DS\LER  SIRVICE       JOBBERS  . 

Dealer  ser\'-ice  or  merchandising  assistance  by  jobbers  or  wholesalers  to  re- 
tailers is  a  fairly  common  practice  in  the  region  from  Chicago  west  to  the  Rocky 
!'ountains.     In  this  region  there  are  m.any  jobb'irs,  particularly  in  cities  of  medium 
size,  whose  s-^lesmen  call  on  the  retailers  and  v.'hose  trucks  deliver  to  the  retailers 
regularly.    Jobbers  in  this  r--^gion  frequently  operate  in  areas  of  50  to  100  miles 
radius.    In  the  region  east  of  Chico^o  the  practice  of  delivering  to  retailers  is 
less  comiuon  and  there  is  less  dosler-service  vrark  by  jobbers  than  in  the  region  ^^est 
of  Chicago. 

Anproximatel],'"  50  .iobbers,  mostly  in  the  region  west  of  Chicago,  who  were  con- 
ducting some  type  of  dealer  service  or  sifles-promotion  work  in  the  1959-40  season, 
furnished  information  in  regard  to  the  type  of  service  they  v/ere  giving  retailers. 

The  t^'pes  of  dealer  service  furnished  by  jobbers  was  very  similar  to  that 
funiished  by  grower-shipper  organizations.    The  chief  difference  was  that  dealer 
service  furnj.shed  by  jobbers  v;as  usually  designed  to  promote  sales  of  all  fresh 
fruits  and  vegetables  since  most  jobbers  handled  a  full  line  of  these  products.  In 
contrast,  dealer-service  representatives  of  grower-shipper  organizations  were  in- 
terested primarily  in  increasing  sales  of  a  limited  nuinber  of  products  of  their  or- 
ganizations.   In  the  service  performed  by  jobber  representatives,  display  material 
and  information  relating  to  special  products  vras  often  supplied  by  the  grower-shipper 
organizations. 

About  two-thirds  of  the  50  jobbers  from  v-rhom  information  vr-is  obtained  were 
serving  retailers  through  personal  representatives  who  were  -/isiting  th;,  retail 
stores  periodically  in  performang  dealer  service.    They  were  also  furnishing  the  re- 
tailers periodically  with  publications  on  merchandising.    Some  oc  the  dealer-service 
representatives  of  these  jobbers  -'rore  also  functioning  as  si'ilesmen. 

About  one-fourth  of  the  jobbers  reporting  were  suToporting  their  cealer-ser"^rlce 
program  mth  advertising  in  local  nevfspapers  and  about  one-third  were  using  radio  for 
local  advertising.    A-pproxlriately  three-fourths  of  the  jobbers  reporting  had  begun 
dealer  service  in  the  5  years  preceding  1940.    About  one-third,  began  in  1939.  Dealer 
service  by  jobbers  is  relatively  new  and  there  is  a  great  deal  of  interest  in  it  at 
the  present  time. 

Thirty  jobbers  reported  that  they  had  more  than  200  emploj-ees  doinr  some  form 
of  dealer-service  vrork  in  1939-40,  including  some  v^ho  were  spending  part  of  their 
time  as  salesmen.     The  average  namber  of  yisits  per  store  per  month  was  approximately 
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seven.     The  principal  types  of  dealer  service  or  sales  proiriotion  performed  by  the 
jobbers  or  their  representatives  in  order  of  inportance  in  the  opinion  of  the  jobbers 
were:    assisting  retailers  to  arraniPre  -^.ttractive  fruit  and  vegetable  displays;  point- 
of-sale  handbill  advertising;  the  mailing  to  retailers  of  v/eekly  bulletins  or  pub- 
lications on  merchandising  sponsored  by  a  trade  organization;  educating  the  retailer 
in  the  care  of  produce,  grade,  varietj^-,  and  cleanliness;  radio  advertising;  local 
newspaper  advert"' sing;  pricing  and  mark-up  price  cards. 

T\'Tenty-thre3  jobbers  in  the  area  reported  a  total  budget  for  sales  promotion 
including  dealer  service  of  aboiat  •ii:l20,000  or  approximately  $5,200  each  in  the  1939- 
40  season.    Of  the  total  budget  slightly  more  than  37  percent  tos  spent  for  dealer 
service  involA.d.ng  visits  by  representatives  of  jobbers  to  retril  stores.  Approxi- 
mately 38  percent  was  spent  for  radio  programs,  16  percent  for  advertising,  and  9 
percent  for  suppljrlng  circulars  on  m.erchandi sing.    The  25  reporting  their  budrets 
include  many  of  the  larger  jobbers  in  the  smaller  cities  of  the  area  vv-est  of  Chicago, 
who  are  interested  in  dealer  service.     They  are  not  representati^ve  of  jobbers  as  a 
whole. 

Of  the  31  jobbers  expressing  an  opinion  on  dealer-service  vrork,  about  80  per- 
cent thought  it  definitely  vrorthv/liile.    A  number  tho\ight  it  had  increased  their  sales 
approximately  25  percent. 

Closely  related  to  dealer  ser-'/lce  by  jobbers  is  sales-promotion  vrark  now  being 
conducted  by  auction  companies  in  some  of  the  large  markets.     Circulars  are  mailed 
periodically  by  the  auctions  to  retailers  or  other  handlers  of  auction  fruit  to  keep 
them  informed  of  conditions  in  the  industry.    The  circulars  contain  production 
estimates,  information  as  to  the  predominating  sizes  of  fruit,  and  suggested  m.er- 
chandising  methods.    The  practice  recently  inaugurated  by  the  auctions,  indicates  a 
realization  of  the  im.portance  of  efforts  to  encourage  movement  through  the  retail 
channels.    Some  brokers  and  container  manufacturers  are  also  conducting  various  types 
of  sales-promotion  work. 

DEALER  SERVICE  SPOi'SORSD  "31  JOBBERS  AMD  OTHER  lEIBER.S  OF  THE  ST.  LOUIS  TF.ADE 

Description  of  Project 

Beginning  in  Y.ay  1958,  26  members  of  the  St.  Louis  wholesale  fruit  and  vege- 
table trade  subscribed  to  a  fund    which  v/as  used  to  employ  two  dealer-service  men 
experienced  in  fruit  and  vegetable  retailing.    Sy  December  1938  there  were  32  sub- 
scribers to  the  fund  for  the  following  year.    The  plan  was  to  have  these  men  contact 
and  work  vri. th  independent  retailers  and  mem}jers  of  voluntary  chains. 

Since  practically  all  kinds  of  fresh  fruits  and  vegetables  v;ere  handled  by  the 
gro\ip  sponsoring  the  work,  the  object  vras  to  improve  the  frosh  fruit  and  vegetable 
departments  in  the  stores  and  to  stimulate  sales  of  all  of  those  products  rather  than 
of  any  specific  ones.     The  dealer-service  sponsors  cooperated  with  shipoers  and 
groivors  in  distributing  posters  and  display  material  for  certain  products.  Retailers 
were  not  urged  to  buy  from  certain  jobbers  but  tl'se  dealer-service  men  carried  cards 
shov'/ing  the  names  of  the  sponsors  of  the  ser^dce. 

Contacts  -.vero  m/ide  vdth  a  largo  proportion  of  the  independent  retail  stores 
and  the  voluntary  chain  units  in  metropolitan  St.  Louis.    A  n^-^v/spaper  a^-'Vertising 
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list  of  grocery  stores  in  tho  city  vfas  uswd  by  the  dealer-ser-vlce  nen  in  nrranginf;  a 
systematic  canvass.    Up  to  October  1939  approxiriatoly  1,900  stores  had  b-jen  visited 
and  as  a  result  about  700  remodeled  or  improved  their  fruit  and  vegetable  department? 
Durinr  the  first  G  or  7  months  an  effort  v/as  made  by  the  dealer-servdce  representa- 
tives "to  establish  coiinections  "vith  most  of  the,  independent  retailers  in  the  metro- 
politan area,  but  later  attention  v;as  concentrated  on  stores  v;here  it  vra.s  evident 
that  i'ood  results  could  bo  obtained.    Regular  or  follovr-up  calls  v.^n-e  made. 

The  dealer-service  men  in  St.  Louis  advised  the  r.D:ailer3  in  detail  as  to  hovv 
their  fruit  and  vegetable  departments  cou].d  be  improved.     Thev  often  planned  the 
romiodcling  of  the  displays  and  equipm.ent  and  actually  set  ud  the  displays  for  the  re- 
tailer's.    \n  important  part  of  the  -.vork  has  been  the  making  of  follow-up  calls  on  re- 
tailers over  a  period  of  several  v/ee-ks  or  months,     '^hese  repeat  calls  have  insured 
that  retailers  kept  up  their  interest  in  fruits  and  vegetablos  and  have  enabled  tbe 
dealer-service  mien  to  give  suggestions  and  advico  as  the  occasion  repuirud.  I'any 
recuests  vrere  F:ade  by  retail^-rs  for  this  soi^xdce  v/hich,  of  course,  v.-as  given  free  of 
charp-e  and  was  generally  well  received  and  appreciated. 

The  f ollovdng  excerpts  fvorv.  a  state.-ent  published  in  September  1939  by  the 
secretary  of  the  trade  organizations  of  St.  Louis  that  sponsored  dealer  service  from' 
Iiay  1953  through  Fovem.ber  1939,  gives  a  good  idea  of  the  nature  of  the  work  by  the 
trade  in  that  city: 

"Two  m.en  ai'e  em.ployed  in  the  project;  all  of  their  time  is  spent  in  working 
among  the  independent  retailers  in  St.  Louis  to  show  thiem.  better  methods  of  handling 
produce  and  hovf  to  increase  sales  volumie,  to  decrease  losses,  to  install  displays, 
etc . " 

"Through  our  dealer  service  -tvc  v/ere  surprised  to  find  many  retailers  indiffer- 
ent to  the  handling  of  fruits  and  vegetables,  and  e^'en  preferring  not  to  handle  or 
push  them  because  they  had  not  proved  tc  be  profitable — this  not?rithstanding  that 
fresh  fruits  and  vegetables  properly  displayed  a,rid  handled  sliould  be  the  most  profit- 
able department  in  the  store.     Failure  to  make  a  profit,  of  course,  is  largely  due 
to  lack  of  knowledge  of  hov/  to  hrmdle,  eisplay,  trim,  and  price  frud  ts  and  vegeta-bles 
and  how  to  care  for  them  over  night.     ScmLeti;rtes  ret3ilers  raise  their  prices  unduly 
to  offset  theii-  losses.    Our  dealer-service  men  show  them  hovr  to  overcom.e  these  waste- 
and  losses  and  to  mike  nore  profit  at  a  reasonable  laark-up." 

"Of  course,  our  dea]  er-service  men  see  that  f  raits  and  vegetables  get  the  bes"L 
and  most  prominent  location  a  store  has  to  offer;  they  use  as  many  windows  as 
possible.     In  all  cases  fruits  arid  vegetables  are  brou-'-ht  out  in  the  open,  up  on  dis- 
play units — not  left  in  ice-boxes,  or  on  the  -^loor  in  boxes  in  which  they  v'ore 
originally  packed  for  shipping,  or  hidden  avfay  in  inaccessible  bins.     Then  too, 
grocers  are  shovm  hovr  to  keep  t'ruit  and  vegetables  displays  clear  of  oth^r  merchan- 
dise, and  hxyvi  to  carefully  handle,  properly  trim  and  protect  from,  heat  or  cold,  and 
to  protect  overnight." 

"Retail'^rs  are  shoaTi  how  to  produce  'Sye  Appeal'  b^r  using  various  types  of 
disnlay,  such  as  ribbon  type,  and  by  proper  color  arrangements,  m.ass  displays,  and 
dummy  displays.     They  are  urged  particularly  to  use  price  tags  f reedy  and  to  present 
neat,  full  disolays.     The  result  is  that  these  retailers  n.:ver  fail  to  increase  the 
num.ber  of  items  ourchiased  for  this  derartnent." 
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"Th.-.;sc  busy,  efficient  dea?^er-se"nri':e  men  are  culled  ■upon  to  drav;  nlans  for 
suggested  changes  and  for  display  racks  or  v.nits  of  the  various  t^/pes  and  sizes  suit- 
able to  different  size  stores.     They  are  even  asked  to  order  the  lumber  and  find 
carpenters  for  the  retailers.    Frequently  they  are  called  upon  to  find  suitable,  ex- 
perienced men  to  be  placed  in  charge  of  produce  departments  in  the  larger  stores. 
They  are  supplied  at  all  tines  vd.th  advertising  material  to  be  used  in  these  stores." 

"Repeat  calls  on  retailers  ai'e  no^'.Y  being  made  by  dealer-service  men  v/ith  more 
or  less  regularity  in  order  to  keep  up  the  interest  in  the  fruit  and  vegetable  de- 
partment.    These  dealer-service  men  on  their  vi.sits,  of  course,  keep  retailers  in- 
formed about  new  products  that  are  appearing  on  the  market ,  and  about  items,  in  heavy 
or  oversupply,  that  need  to  bo  specially  pushed." 

"Officials  of  voluntary  cha.ins  of  independent  retail  stores  were  quick  to 
avail  theriselves  of  the  services  of  these  d^.alcr-service  men  to  bring  about  much 
needed  changes  in  the  stores  of  many  of  their  members,  because  tney  were  alive  to  the 
pulling  poorer  of  an  up-to-the-minute  fruit  and  vegetable  department . in  a  retail 
store." 

The  dealer-service  experiment  in  3b.  Louis  vias  dj  scontinued  in  Movember  1939 
because  of  the  lack  of  cooperation  on  the  part  of  a  number  of  jobbers  who  v/ithdrev/ 
their  support.     The  fact  that  a  fev;  of  the  sponsors  of  the  service  have  continued  a 
similar  service  for  themselves  indicates  that  at  least  some  jobbers  feel  that  this 
dealer-service  work  is  of  definite  benefit  in  promoting  sales. 

Effectiveness  of  Dealer  Service  in  St.  Louis 

In  an  effort  to  .measure  the  effect  of  the  work  in  St.  Louis  reports  were  ob- 
tained by  t;'.e  dealer-service  representatives  from  a  niuaber  of  retailers  as  to  the 
quantity  of  their  V'ieekly  fruit  and  vegetable  purchases  before  and  after  the  dealer- 
service  work  started.     In  general,  it  was  attempted  to  ascertain  the  average  purchases 
for  a  G-week  period  before  and  after  the  inauguration  of  the  dealer-service  work.  In 
some  instances,  however,  comparisons  were  not  available  on  this  exact  basis.    For  38 
retailers  the  totsl  average  v/eekly  purchases  of  fruits  and  vegetables  before  the 
dealer-service  vrork  started  was  reported  as  |4,133,  compared  vdth  average  weekly  pur- 
chases of  $5,857  after  the  service  was  undertaken  (table  3).     Tl:is  indicates  an  in- 
crease of  42  percent  in  the  value  of  the  v/eekly  purchases.    For  individual  stores  the 
increases  ranged  from  5  percent  to  200  percent.     Changes  in  ouantity  of  sales  were 
probably  not  in  the  sam.e  proportion  as  changes  in  value  because  of  changes  in  price. 
It  is  believed,  however,  that  there  was  an  increase  in  velum..;  of  sales  in  these 
stores.     It  was  not  possible  to  ascertain  just  xvhat  part  of  this  represented  an  in- 
crease of  fruits  and  vegetables  used  in  St.  Lou-is.    Some  of  the  indicated  increase 
in  these  specific  stores  jiay  have  been  offset  by  smaller  sales  of  nearby  competitors. 
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Table  3.-  Cost  of  fresh  fruits  and  vegetables  to  3C  St.  Loiiis  retailers  before  and 

after  dealer-sen/ice  7.;ork  started  /l 


:                        Average  weekly  purchases: 

:  Before 
:  dealer 

:  Alter 
:  dealer 

Increase 

service 

:  service 

Dollars 

Dollars 

Dollars 

Percent 

J-      •  • 



27 

41  ' 

14 

.  CO 

z 



25 

:  43 

:  18 

:  72 

o  . 



254 

:  271 

17 

:  7 

4  . 



80 

100 

20 

25 

5  .  . 



62 

75 

13 

21 

6  



148 

:  15G 

8 

5 

n 



29 

:  40 

11 

38 

6  .  . 



354 

415 

61 

17 

9  .  . 



67 

88 

21 

31 

10.  . 



50 

69 

:  19 

:  38 

11.  . 



197 

283 

92 

:  47 

J. 2  •  . 



65 

90 

25 

58 

13.  . 



30 

OO 

55 

:  117 

14.  . 



100 

:  125 

25 

25 

15.  . 



63 

83  : 

20 

32 

16.  . 



60 

75 

15 

:  25 

17.  . 

 : 

30 

50  : 

20 

67 

18.  . 

 : 

125 

17^^ 

52 

;  42 

19.  . 



178 

:  225 

47 

26 

20,  . 



225 

:  450 

225 

100 

21 .  . 



25 

40 

15 

60 

22.  . 



10 

30 

20 

200 

23.  . 



170 

225  ; 

55 

32 

24.  . 

522 

915 

593 

75 

25.  . 



30 

45 

15 

50 

(CO .  . 



3 '.'^7 

;  470 

93 

25 

27.  . 



40 

63 

23 

:  58 

23.  . 



200 

230 

SO 

40 

29.  , 



05 

125 

40 

47 

30.  . 

 : 

£5  : 

50  r 

55  : 

140 

31.  . 

 : 

oO 

45  : 

15  : 

50 

32.  . 

 •  . ; 

bU 

85  : 

25  : 

42 

30 

45 

IS 

50 

34.  . 

60  : 

72  : 

12  : 

20 

35.  . 

40 

60 

20 

50 

36.  . 

120 

150  : 

30 

25 

37.  . 

30 

60  ; 

50  : 

100 

33.  . 

110 

160  : 

50  ; 

45 

Total  : 

4,lo3 

5,357  : 

1,724  : 

42 

Averaf?e  : 

109 

154  : 

45  : 

42 

/l  L'ostly,  though  not  alvra.vs,  the  periods  covered  wei-e  averag'es  for  3  v/eeks  before 
and  6  weeks  after  the  dealer  service  starred  in  1938  or  1939.  The  stores  here  sho^vn 
represent  only  a  smll  portion  of  the  total  in  which  dealer-ser^/ice  work  was  carried 
on  in  St.  Louis. 
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In  an  effort  to  ascertain  whether  or  not  the  total  use  of  fresh  f rvdtn  and 
vegetables  in  St.  Louis  increased  during  the  period  in  which  the  dealer-serid.ce  vrork 
sponsored  by  the  jobbers  was  in  oreraticn^  a  tabulation  of  rail  and  estimated  truck 
unloads  at  St.  Louis  was  made  by  6-nionth  periods  from  May  1957  to  October  1D39.  The 
dealer-ser-i/ice  work  began  in  I'ay  1938.     Tru.ck  receipt  inforn:iation  for  the  period  was 
only  an  estimate  and  there  may  have  been  a  considerable  error  in  it.     There  v.-as  some 
indicated  increase  in  receipts  from  May  to  October  1936  com!;ared.  vvith  either  of  t^^e 
two  ^receding  6-month  periods  as  indicated  In  table  4.     Receipts,  however,  decreased 
considerably/  during  the  next  6  montiis  and  increased  agsin  in  the  6  months  ended  in 
October  1939,     Farm  prices  of  fruits  and  truck  crops,  hovirever,  '.rere  considerably 
lower  in  1958  and  1939  than  in  1937;  besides  the  incomes  of  industrial  vvorkers  in- 
creased somewiiat  from  I-iay-October  1938  to  I'ay-C-.tober  1959  (table  4).     It  is  v..;ry 
difficult  to  reach  a  definite  conclusion  from  these  statistics' as  to' the  effect  on 
consumption  that  can  bo  ascribed  to  deal  er-servic'.;  act.lv.Lty.     There  appears  to  be  no 
doubt,  hovxcver,  that  sales  were  materially  increased  in  sp.ecific  stores  in  vihich 
dealer  ser">d.c3  was  conducted.  •       ■  ■ 


Table  4.-  Unloads  of  fresh  fn.rits  and  vegetables  at  St.  Louis  before 'and  after  deal- 
er-service work  started  in  this  city  in  May  1938 


Rail  and  estimated 

Price  index  of  ' 

Index  of '  2 

ncom.e 

Period 

truck  unloads. 

fruit  and  tiarck 

of  indust 

rial 

monthly  average 

crops  /l  '  ; 

workcDrs 

Carlots 

Hay 

-  Oct.  1937 

1,967 

126  : 

97 

IIov. 

1937  -  Hor. 

1938 

:  1,675 

93 

■75 

May 

-  Oct.  1938 

?,132 

'SB'  : 

'  71 

Mov. 

1933  -  Apr. 

1939 

1,798 

:               9]. "  : 

■78 

-  Oct.  1939 

:  2,S14 

94  : 

/].  Bureau  of  Agricultural  Economics  index,  of  prices  received  hy  farmers,  Aug. 
1909  -  July  1914  =  100.     Straight  average  of  monthly  fruit  index  and  trU.ck  crop  index 
figures. 


/g  Pureau  of  Agricultural  Econoirdcs  index,  1924-29  =  100.     Straight  average  of 
monthly  figures.         '  _  '   '    '    '  ■ 

In  October  1939,  21  members  of  the  St.  Louis  trade  who  had  contributed  to  the 
dealer-service  fund  were  asked  for  their  opinions  as  "o  what  the  service  had  ac- 
complished.    OnJ_y  two  had  noticed  a  definite  increase  in  volu.mc  of  sales  that  they 
attributed  to  dealer  ser^/dce.    Fourteen  were  favorable  to  the  work 'and 'tho\:ght  that 
it  V'las  probably  helping  in  the  m.ovement  of  fruits  and  yogobablos  through  the  retail 
channels  but  they  could  not  s^e  that  it  had  cai-sed.a  noticeable  increase  in  their  ovm. 
sales.    Five  of  those  inti.;rvie'-,'ed  gave  either  an  unfavorable  opinion  or  had  no 
opinion  as  uo  the  m.erits  of  tlic  dealer  service. 


Retail  Prici.ng  in  St.  Louis 

The  proper  pricing  of  fruits  and  vegetables  in  retail  stores  is  important  in 
m.erc hand i sing  and  has  received  considerable  attention  in  the  clealer-s&rvice  vrcrk  in 


St.  Louis  and  othor  places.    It  is  ."^reqiaently  asserted  that  retail  prices  do  not 
closely  follow  whclecaic  pricos  .arid  for  this  reason  v/hven  wholesals  prices  drop  shaip- 
ly  the  movement  tliroufl  retail  chanaelj  is  not  increased  pro^iortionately  heciivse  re- 
tail prices  are  not  in  line  -vith  the  yriiolecale  pr-^icos.     The  dealer-service  men  in 
St.  Louis  in  many  instances  advised  retailers  as  to  proper  pricing.    As  an  example 
of  the  relation  bet^TCen  purchase  and  sale  prices  in  a  3t .  Iouds  retail  st^^re^  table  5 
is  presented.     If  this  rstoil  store  can  be  considered  representative  the  nark-up  or 
gross  profit  varied,  considcirably  from  -veek  to  week  and  avera."-td  about  £8  percent  of 
the  sale  price  a-fter  an  alloxvi-nco  for  V'/rsbe  and  nark-dovvn  v/h:".ci:i  in  this  case  aver- 
af^ed  4.7  percent  of  the  sale  price. 


Table  5.-  Purchases,  sales,  v/aste,  and  profit  on  fruits  and  vegetables  in  a  St.  Loui.^- 
retail  store,  by  weeks,  June  10  to  Au.jTust  19,  1939 


'.M/aste  and 

Gross  profit 

Week 

end  ed : 

Cost 

oellin? 

.  riari:- 

Percent  of 

pri.ce 

Ar.iount 

sale  price 

Poilarr; 

Dollars 

0c)llar3 

Dollars 

Percent 

June  17, 

1939 

O  , .  1  O 

88.52 

1.99 

25. 58  ■ 

26.7 

"  £4' 

11 

6^.35  : 

C.  p    c:  g 

5.85 

18.39 

19.9 

Jwly  1 

M 

:  75.84 

'  110.52 

2  OA 

31.74 

28.7 

"  8 

II 

52.54 

92.69 

3.53 

26 . 62 

28,7 

"  15 

"  : 

■   73.60  : 

113.11  : 

4.37 

28.94 

25.6 

"  2Z 

M 

55.10 

:      87 . 57 

5.64 

25 . 85 

:  30.6 

"  23 

.  11 

30 . 90 

93.34 

:  5.65 

:  25.89 

23.8 

Aug.  5 

II 

■  50.85 

75.95 

4. 57 

20.43 

23.9 

"  12 

II 

:  83.69 

:  4,60 

25.29 

30.2 

"  19 

11 

50.85 

79.01 

:  3.23 

:  24.93 

31 . 6 

I'otal 

ei3.78 

916.79 

43 . 37 

253.64 

27.7 

Waste  and  mark-do?;n  avei-a -ed  4.7  percent  of  t}:'.e  sale  price. 


Another  St.  Louis  retailer,  f ron  7;hon;  records  v^ero  obtained  for  a  specific 
day  as  to  the  quantity  and  cost  of  each  fruit  and  vegetable  item  handled  and  the  sale 
price  and  amount  of  sale,  averaged  36  percent  of  the  sale  prfce  as  gross  profit.  If 
an  estimated  5  percent  vvaste  was  alioTved,  hov/ever,  the  gross  profit  in  terms  of  the 
sale  price  would  be  only  32  percent.    For  this  particular  store  and  day  the  indicated 
gross  profit  in  percentage  of  the  sale  price  ranged  from  12  percent  on  celery  to  64 
percent  on  grapefruit  (table  6). 
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Table 


6.-  L'ark-up  on  fiTiits  and  ve^Tetables  in  a  St.  Louis  retail  store,  October  11, 

].9o9 


rui'chasef 


Retail  sales  zk/ 


Product 


Percent 

Percent 

Quantity 

Amount 

Ajuount 

A'lount 

of  pi^r- 
chase  _  ^ 
"orice  i.' 

OI 

'  sale 
:  price 

Pols . 

Jjols . 

L'ol  3  ♦ 

'Percent 

Percent 

.Dusnel 

.  O  J 

'  1 . 001 

r-. 

:      c  < 

40 

13  pou^nds 

1 .  .t  5 

.70 

bo 

oo 

6  bunches 

.  ±6  ; 

t  bchs.-.iO* 

.  <;0 

\      .  0  / 

:  54 

:  ob 

'Do'Zi . heads 

lOi^  e3ch 

.  Ob 

A  1 

4x 

■  "  bunches 

.  to 

;2  bchs.-lOc 

'      .  dU 

1  r\ 
.  I'J 

2U 

/.I  • 

.r.'J  : 

<^  I  or  lo^/. 

.  oU 

.  1-J 

oU 

7  'Z 

;  00 

Doz . stalks 

•  »->  *-j 

6     "  lOv 

.  4U 

.  Uo 

14 

:  12 

6  bunches 

.  23 

S't  per  bunch 

;     .  / 

OU 

C  'Z 

10  pounds  : 

lOfii  per  pcund 

J- .  L'lJ 

.  4b  : 

/I  c 
4b 

1   0. 0  Z  »  ' 

o  o  • 

.  <  c  ; 

2  bunches— 5(j 

.  Uo 

Oo 

<.  / 

I. . ...  u  ; 

lb  if;  per  roundi.  ■ 

.  <  o  , 

.  4b 

<,b 

on 
<cU 

44  pounds  ; 

'"-"7 
.  /  / 

1 .  ±U 

'A 
.  oO 

40 

1  box  ; 

/I     ^  O 

22if  per  doz. 

.  00 

.  <.iC 

Bushel 

1   ^  K  o  or.', 
/   xOS.— ctf 

J- .  .  b 

.  dU 

b^; 

04 

bo^c  : 

a-  «  '  t-'  « 

/    *i  v        o  t:  ^  ■ 
4  xDS.— rCbo: 

:C  .   1  O 

-i .  UU 

b  ' 

:  Oo 

hiO--.. 

1  .  40  ' 

Of  per  ID. 

fi .  2U 

.  bU 

:      b ' 

Oo 

.  4o  : 

.  DU 

.  <,i  J 

bU 

;  00 

1  c 
1 .  <5 

Ibi^:  each 

1  or, 

IT  tr 
.  oO 

/I  /I 
44 

'  01 

fC'j  pour- Is  : 

1 .  : 

j.Ds. 

1 . 04 

.  ;-i 

:  fco 

.      0  0 

(do 

1.75 

lOi  per  lb. 

2 .  cO 

1 .  Oo 

oU 

00 

28  " 

1.30  • 

2  lbs.-15(/: 

2.10 

.80 

62 

:  38 

1.85 

]  Oi^  per  Tjcund 

3.00 

1.15 

62 

:  38 

Box 

3.40  . 

2  for  lo'c^ 

5.00 

2.60 

76 

43 

11 

1.75 

2    "  15d 

.  4.80 

3. 05 

:  174 

:  64 

11 

3.10  . 

2    "     5(J  : 

4.50 

1.40 

45 

:  31 

•6  bunches 

•  ic 

3  bunches  10(/; 

.20 

.05 

33 

25  . 

100  lbs. 

1.65  ^ 

10  Dounds-25d 

2 . 50 

.65 

28 

52.02 

18.52 

55 

:  36 

Pr'.)ss  F'rofit 


Sweetpotatoes . 
Snap  beans .... 

Beets  

Lettuce,  Iceberg 

Carrots  

Eggplant  

Celery  

Oyster  plant . . . 

Spinach  

Red  Radishes . . . 

Peas  

Cabbage  

Oranges, Calif . (2 
Apples,  Jonathan 
II  11 

"  Deliciou 

Pumpkins  

Honey  Dews ... 

Ba.nanas  

Grapes  (Thompson 
(Tokay). 

Tomatoes  

Orrapef ruit  ( 80 ) 
"  (64) 

Pears  (180)  

Turnips  

Potatoes,  Cobble 


88) 


s . 


27  items 


1/  These  are  prices  as  marked  and  do  not  take  into  consi  ier-  ti on  -jaste  and  m.ark- 
down.     If  an  estimated  5  percent  :1s  deducted  from  the  amount  01  retail  sales  for 
vvraste  and  mark-down,  the  gross  profit  would  be  48  percent  of  the  purchase  price  and 
o2  percent  of  the  sale  price.     The  amiount  of  v/asto  would  vary  among  the  commodities . 


Dail.7  Routine  of  St.  Louis  Dealer-service  P'epresentatives 

An  idea  of  the  daily  procedure  of  dealer-service  representatives  r:.ay  be  gained 
from  the  following  excerpts  from  daily  reports  of  the  St.  Louis  dealer-service  men  to 
the  members  of  the  tr3.de  v/ho  sponsored  the  seri.'i.ce.     The  stores  vrore  classified  in 
accordance  vdth  the  mL;.focr  of  kinds  of  fruits  and  vegetables  being  sold.    Class  A 
indicated  25  or  more  itom.3;  Class  B,  17  -  24;  Class  C,  9  -  16;  Class  D,  less  than  9. 


"St.  Louis,  Fo.,  April  29,  1939-Rotailer  (Class  B):    Uses  window  for  all 
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fruit  and  produce.    Display  is  on  flat  surface  of  vd.ndow  bed.  Su^f'ested^a^displav 
and  selling  unit  for  window  -.vhich  raet  with  his  approval.     Plans  and  specifications 
given.    Also  suegested  use  of  island  displays  of  which  he  will  have  two  built. 
Appointment  made  for  Friday,  V.&j  12,  1939,  to  arrange  displays." 

"St.  Louis,  !Io.,  Ifay  13,  1959  -Retailer  (Class  A):    Spent  1^  days  at  this 

store  effecting  a  complete  remodeling  of  the  produce  department.    Eliminated  a  metal 
rack  from  center  of  store  and  used  20  feet  of  display  surface  a-ainst  wall.  Opened 
the  oroduce  department  so  that  a  customer  can  see  IL  from  any  part  of  store.  Another 
grocer,  after  seeing  this  display,  v/ants  dealer-service  assistance  in  remodeling  his 
'produce  department.    Aopointment  made  for  Jiay  17,  1939,  P.M." 

"St.  Louis,  Mo.,  f!ay  13,  1939-Retailer  (Class  C):     Crreen  goods  displayed  on 

flat  table  which  has  been  divided  into  bins.    Very  poor  display.    Fruit  displayed  in^ 
original  cases  on  floor.    Merchandise  of  good  quality  and  in  good  condition  due  to  his 
display  of  small  amounts  of  each  item.     Suggested  installation  of  special  display  rack 
v/hich  met  vdth  his  approval.     Suggestions  on  care  and  other  information  appreciated. 
Appointment  made  to  arrange  displa^^s  on  new  rack  for  week  end  of  May  20,  1939." 

"St.  Louis,  Mo.,  April  22,  1939-Retailer  (Class  A):     Installed  special  dis- 
play rack  sometime  ago.    Volume  sold  at  that  time  approximated  $35.00  per  week;  at 
present  about  $85.00  per  week.    Has  new  clerk.    Asked  for  coaching  of  new  clerk  which 
vfas  done.    Rearranged  display  to  give  better  color  effect.    Appointment  made  to  go 
over  entire  department  with  clerk." 

"St.  Louis,  Mo.,  Augu^st  28  to  September  2,  1939-Retailer  (Class  P):  Carpent- 
er building  entire  new  rack  (12-foot  wall  rack)  that  I  designed.    Spent  Monday  fore- 
poon  advising  carpenter  and  building  a  large  island  display  around  post  in  center  of 
store  (25  sq.  feet  of  disTDlay),  using  empty  orange  cases.     Then  put  up,  vdth  ovmer's 
help,  large  bannei-s  and  other  advertising  material.    A].so  visited  this  store  Tuesday 
i'orenoon  to  see  that  initial  display  was  put  up  effectively  and  helped  vdth  it.  Also 
changed  vdndov/  display  slightly  to  give  better  effect.     Along  ■"'dth  these  three  dis- 
plays we  are  using  a  large  outside  display  of  special  items  at  special  prices.  Chock- 
ed this  store  again  ^Tednesday  and  Friday." 

"St.  Louis,  Mo.,  September  30  and  October  7,  1939-Retailer  (Class  C):  To 

start  the  2  weeks  in  this  store  I  eliminated  large  island  grocery  di.splay  and  built 
an  island  display  of  fruit  (20  sq.  ft.)  in  addition  to  the  ovmer's  vegetable  rack  and 
window  display.     Started  him  to  handle  four  varieties  of  apples,  three  of  oranges,  all 
deciduous  fr^aits  available,  and  10  or  12  vegetable  items  heretofore  not  carried  in 
his  department.     In  my  daily  calls  I  revanped  the  display,  kept  free  use  of  price 
cards  in  operation  find  most  im.oortant,  worked  vdth  his  clerk,  showing  him  how  to  dis- 
play, trim,  and  care  for  the  different  commodities;  finally  I  got  the  whole  store 
personnel  together  and  impressed  upon  them  the  importance  of  intelligent  selling.  As 
a  help  in  this  direction,  I  left  informative  literature  wdth  them.     The  ovmer's  sales 
for  these  2  weeks  averaged  -$72.00  compared  with  the  former  average  of  $60.00 — a  $12.00 
or  20  percent  weckl.y  increase." 

"St.  Louis,  Mo.,  September  8  to  September  23,  1939-Retailer  (Class  C):  Pro- 
duce was  kept  i.n  poor  shape  and  in  vrrong  place  in  store.     Sold  owner  idea  of  improv- 
ing and  expanding  produce  display.     Secured  carpenter;  helped  him  start  rack  and  in- 
structed him  until  rack  was  completed.     Inst.3lled  rack  and  put  up  display.     I  wall 
call  at  this  store  daily  for  2  weeks  to  get  the  owner  properly  started.    Also  v/ill 
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change  bulkhead  to  proper  v/indov;  to  tie  in  vdth  display  ruck.     He  h.as  added  10  to  12 
additional  j.toms  to  hi.s  display  and  his  purchases  have  been  increased." 

"St.  Louis,  Ko.,  September  30  and  October  1,  IQSC-Retailer  (Class  a):  Made 

laajor  changes  in  this  stor'3  son'e  weeks  ago.    The  change  v;as  ccinnleted  at  the  begin- 
ning of  the  hone-grow-n  season  whjn  prices  Tvsro  on  d::-!ciine,  and  the  ovmer 
attributes  the  figure  (^20.00)  t'.;  this  cause,  believing  he  wall  benefit  fro;n  the  im- 
provements, in  the  fall  vrhen  prices  rise  and  shioned  merchandise  is  on  the  market." 

"St.  Louis,  To.,  September  30  and  October  1,  1959-Retailer  (Class  C):  Has 

electric  case  for  vegetables  vfhere  he  keeps  fruit  also.    I-^e  is  not  selling  near  the 
quantity  of  fruit  that  he  could  if  he  displayed  it  in  the  open.     I  showed  him  how  to 
display  and  gave  him  many  liierchandi.si.ng  ideas.     The  man  does  not  know  how  to  mark-up 
produce  and  does  not  know  hoiv  to  flpxive  percentages.     I  helped  him  vdth  this  and 
showed  him  how  to  miark-up  produce  item.s  for  various  percentages.    Lade  date  to  get 
produce  departm.ent  set  up  in  proper  v/a-^  and  put  up  displays." 

"St.  Louis,  r^c,  September  30  and  October  7,  1939-Retailer  (Class  3):  Ovmer 

has  remodeled  to  accoiTunodate  more  merchandise.     1  called  to  put  up  advertising,  to 
tie  in  ivith  produce  displays;  I  also  put  up  large  banners  on  vmll .    This  store  has 
shown .  repeated  gains  in  produce  ::-:ales  and  tl\e  ovTiCr  is  interested  in  keeping  displays 
in  order." 


SALES  FROf'OTIOI-I  BY  CHAIH  STORES 

Chain  store  orgar]ij:ation3  generally  are  perfon^rLng  sales  promotion  work  for 
fresh  fruits  and  vegetables  corresponding  to  the  dealer  sei"vice  of  grower-shipper 
organizations  and  jobbers,  according  to  reports  from  representative  corporate  chains 
obtained  through  the  cooperation  of  tlie  National  Association  of  Food  Chains.  They 
are  also  cooperating  i/dth  growers  and  shippers  in  placing;  point-of-sale  display  and 
educational  material  in  their  stores  and  in  carryir.g  on  selling  campaigns.    There  has 
been  a  gro?dng  interest  and  expansion  in  this  type  of  a.ctivity  by  the  chain  stores  in 
recent  years. 

Methods  wse^l  in  prorioting  sales  vary  among  the  chai.n  organizations.    Under  a 
common  procedure,  a  headquarters  produce  department  has  charge  of  tjie  sales  promotion 
work.     This  department  works  through  the  division  superintendents  and  also  direct 
with  the  individual  stores. 

Sales-promotion  activity  reported  by  chains  include  the  follovdng:  preparing 
posters  and  display  material  for  the  sto^^es;  approving,  ordering,  and  placing  posters 
and  display  material  furnished  by  grower-shipper  organizations  and  State  agencies; 
preparing  ana  sending  weekly  or  periodical  letters  to  the  store  managers  to  educate 
them  in  mierchandising  and  care  of  produce,  ;>nd  to  keep  tl'^em  informed  on  the  current 
situation  in  fruit  and  vegetable  "larlreting;  arran.-lng  meetings  and  lectures,  and  pre- 
paring and  showing  films  to  educate  the  store  managers  in  merchandising  methods;  pre- 
paring sale  advertisements  for  local  papers  and.  local  radio  programs;  sending  a  re- 
presentative of  the  headouarters  produce  depa.rtment  or  a  district  superintendent  to 
individual  stores  to  arrange  displays  and  give  instructions  in  caring  for  produce 
cind  to  illustrate  m.ethods  of  r. ducing  spoilage;  preparing  articles  and  educating 
store  salesmen  vdth  regard  to  vitamin  content  of  fresh  fnnlts  and  vegetables  and  in 
different  ways  of  serving  them  in  order  to.  enable  the  salesmen  to  discuss  produce 


more  intellig"eritly  vdth  customers. 


As  a  moans  of  stimulating  retail  sales  of  products  which  arc  in  teirporary  sur- 
plus £  plan  reported  to  be  x'iyork.ing  out  satisfactorily  by  one  chain  oift;ani?,ation  is  of 
interest:     the  daily  or  tri-w&ekly  ordor  for.n  used  by  each  store  in  tho  organization, 
lists  each  fruit  and  vegetable  and  pro'/idos  a  sj^ace  for  entering  the  quantity  n^edod 
on  the  next  delivery  and'  also  for'  an  inventory  o.^  Lhe  quantity  of  each  product  on 
.  hand.     The  headquarters  denartirent  then  increases  tlie  quantity  order  on  certain  items, 
particularly  of  local  produce  for  which  receipts  are  e:x;ceptionally  heavy  and  prices 
low.     Tb.e  Inrger  quantities  sent  to  the  stores  in  accox'dance  rvdth  the  experience  and 
judgment  of  the  headquarters  produce  department  ^Adl].  usriallj'-  novo  through  retail 
channels.     In  this  way  the  chain  organir^ati.on  aspis-s  i.n  removing  piice-depressing 
sumluses  and  increases  its  ovm.  volvme  of  sales. 

It  has  generally  been  found  desirable  by  chains  to  make  one  person  in  each 
store  responsible  for  looking  after  tho  produce  cJ epartiuent .    In  some  instances,  the 
employee  next  in  authority  to  tho  store  manager  is  olaced  in  charge.     If  responsi- 
bility is  delegated  to  one  person  the  produce  displs.y  can  be  keot  more  attractive  in 
appearance  and  loss  from  spoils ge  car.  be  held  at  a  rdnimiun.     Salesmanship  is  also 
improved. 

Reports  from  chain  org.nini^ati.ons  generally  indicate  a  willingness  to  cooperate 
in  national,  State,  <-..nd  local  programs  to  move  surpluses  of  i  :"uit3  and  vegetables 
through  retail  channels. 

According  to  reports  f ixDm  a  number  of  chain  store  firms  sales  promotion  corre- 
sponding to  dealer  service  has  given  very  satisfactory  resulcs  in  stimulating  fruit 
arid  vegetable  sales.     The  effectiveness  is  indicated  by  the  follo^dng  excerpts  from, 
letters  written  by  chain  store  executives : 

"Since  19^0  dollar  business  in  or.r  produce  department  almost  doubled.     This  is 
due  to  better  merchandisi.ng  policy,  to  better  sales  prom.otion  and  dealer  seridce. 
Where  the  year  before       used  about  1,500  bushels  of         Statue  peaches,  during  the 
very  short  peach  season  la^-t  year  vfo  used  nearly  10,00(J  bushels," 

"7'e  started  this  intensive,  campaign  abour-  2  years  ago    hen  vre  discovered  that 
tv.ro  or  three  of  our  stores,  --hich  were  devoting  all  of  their  vdndou  space  to  frudts 
and  ^'egetables,  vrere  increasing  their  sales  of  these  comjnodities  so  tliat  they  ran 
from  30  to  57,^  percent  of  their  total  sales.     Since  that  time  our  efforts  have 'been 
devoted  to  seljing  this  display  idea  to  our  employees  by  actually  nutting  in  a  few 
good  windov;  displays  and  shovdng  them  what  could  be  done." 

"In  the  lajr-out  of  our  nev;  stores  there  i.s  no  other  departm.ent  getting  more 
attention  and  thought  than  the  produce  departm.ent.    As  an  exam.ple  of  the  result  of 
this,  recently  wo  closed  a  small  service  combination  store  in  one  section  of  the  city 
and  less  than  100  feet  away  opened  up  a  large  mark.:t.     The  produce  sales  of  this 
large  market  exceeded  the  total  sales  of  the  s_maller  combination  service  store,  'le 
believe  the  improvement  was  not  due  to  the  fact  that  wo  opened  up  a  larger  store  but 
to  the  thought  given  to  and  m.oney  spent  in  equirping  and  layln.-r  out  the'produce  de- 
partment in  that,  store'." 

"■^York  such  a:-  has  been  done  among  cur  store  personnel  has  proved  verv  bene- 
ficial particularly  during  the  past  5  years  when  the  greatest  effort  along  this  line 
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v/as  expended.     Spoilage  has  been  reduced  approximately  3  to  5  percent,  saD-SS  have 
increased  approxiniately  30  to  35  percent,  distribution  costs  have  been  reduced  to 
about  S  percent,  and  trie  variety  of  produce  offered  has  been  greatly  increased. 
Fresher  merchandise  of  all  kinds  has  resulted." 

"7«e  have  prepared  a  ni.miber  of  both  motion  picture  and  slide  film,  presentations 
for  shovdng  at  porsonncl  meetings  on  the  subject  of  produce.     These  presentations 
cover  the  problerjis  of  handling  produce  in  the  store,  and  of  displaAdng  it  and  knovv- 
ing  to  the  end  of  im.pro\dng  our  produce  servrice  to  our  customers,     Impro\rLng  service^ 
of  course,  has  the  very  direct  result  of  increa;:ing  sales." 

"The  dealer-service  ivork  and  oromotional  activity  have  proved  extremely 
effective  in  increasing  fresh  f:'a;it  and  \^egotab].e  sales,  in  reducing  decay  and 
spoilage,  and  in  im.provj.ng  service  to  customers  and  it  has  greatly  aided  tonnage 
movemient  on  practically  all  fresh  fruit  and  vegetable  commodities." 

Only  a  limited  amount  of  information  xYas  available  as  to  exp.'enditures  of 
chain  store  organizations  on  sales  promotj.on  or  dealer-service  vjork.    As  indicating 
time  and  money  expenditures  the  f oj.'I ovri.ng  information  from  chain  store  reports  may 
be  of  interest.     One  organization  reported  that  f^ey  have  two  produce  men  -.vho  spend 
all  their  timie  either  opening  new  pro^'iU.ce  diepartraents  in  nevv  m^arkets  or  building  up 
markets  already  in  operation.     They  also  estimated  that  their  district  grocery 
managers  spent  about  20  percent  of  their  time  supervising  pi'oduce  opera bions  in  their 
stoi-es.     Another  organization  reported  that  approxim^ately  20  to  85  percent  of  their 
total  sales  promotion  expenditures  applied  to  fresh  fruits  and  ve.^etables  and  that 
an  estimated  5  percent  can  be  considered  as  used  for  dealer-service  work.  Another 
state«d  that  from  approximately  10  to  15  percent  of  their  total  sales  promotion  ex- 
penditures applied  to  fresh  fruits  and  vegetables.    Another  indicated  tliat  approxi- 
mately 10  percent  of  their  tota.l  sales  promotiona].  expenditures  vvas  on  fresh  fruits 
and  vegetables  and  that  about  6  percent  could  be  considered  as  spent  for  fruit  and 
vegetable  dealer-service  v/ork. 

YmO  SliOnLD  Cr)NDl!CT  DMLSR  SERVICE? 

There  has  been  considerable  discussion  as  to  "whether  dealer  servi.ce  supported 
and  managed  by  indiAddua].  grower-shipper  organizations  in  the  aggregate  can  accom- 
plish as  much  in  increasing  total  fruit  and  vegetable  sales  as  a  ser\,ace  supported  by 
the  fresh  fruit  and  vegetable  industry  as  a  whole. 

In  order  to  get  first-hand  opinions  from  growers  and  shippers  who  nov;  conduct 
dealer  service,  they  were  asked  whether  or  not  they  thought  that  dealer  service  sup- 
ported by  the  fresh  fruit  and  vegetable  Industry  as  a  virhole  would  be  as  effective  as 
the  combined  efforts  of  individual  groups,  each  promoting  sale  of  his  o^''m  products. 

The  majority  who  answered  this  question  thought  that  dealer  service  by 
individual  groups  or  organizations  i".foi'ld  be  more  effective  because  they  can  concen- 
trate on  jjroducts  which  are  identified  by  brand.     It  wac  pointed  out  by  the  grower- 
shipper  organizations  that  the  fact  tbat  fruits  and  vegetables  are  produced  through- 
out the  entire  United  St-^tes  and  by  a  great  number  of  individual  gro\TOrs,  and  that 
these  products  compete  by  producing  areas  and  by  coiTimodities  makes  it  very  difficult 
to  obtain  cooperation  throughout  the  industry  for  a  general  dealer-service  program. 
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Reasons  given  bv  .Tro-Arer-sliippor  organizations  that  favor  dealer  service  sup- 
ported by  specific  groups  rather  than  by  the  industry  as  a  vfhole,  included  the  fol- 
],ovvdng: 

"Dealer-ser^dce  men  ^vorking  for  certain  groups  of  grovrers  can  be  far  more 
specific  in  their  contacts  than  if  they  were  working  for  the  entire  fruit  pnd  vege- 
table industry;  the  disnlay  material  that  they  distribate  is  specific  and  conse- 
quently more  effectj.ve.    Perhaps  the  best  solution  '.TOuld  be  for  the  iobbers  them- 
•  selves  to  build  up  local  dealer-service  organir.abions  and  pay  the  salaries  and 
finance  the  viork  ^rith  the  retailers.     To  be  most  effective  the  dealer-service  men 
■.TOuld  have  to  spend  part  of  their  time  on  certain  specific  products  and  the  jobbers 
j-iight  charge  back  to  certain  groi'ver  organi'^.utions  the  cost  of  sone  of  this  work. 
Grovrer  and  shipper  organizations  -.vould  furnish  display-ard  point-of-sale  a^'vertising 
material." 

"Dealer  sGr\'lcw  suj-ported  by  the  entire  producing  industry  would  have  a  mrlni- 
mu.a  cf  possible  benefit  because  of  dispersion  of  effort  over  too  many  Lines.  Manage- 
ment and  supervision  difficulties  would  be  too  great  a  oroj ecci on  of  producing  in- 
dustires  into  the  field  of  ret.-iil  selling  and  would  lack  ail  of  the  elements  of  com- 
petitive urge  and  spirit." 

"The  leading  groups  of  growers  and  shippers  are  in  a  position  to  direct  their 
efforts  specifically  to  their  ovm  products,  v?hereas,  promotion  work  (by  groivers)  on 
all  fruits  and  vegetables  would  suffer  the  disadvantage  of  being  general.    A  great 
many  jobbers  have  in  recent  years  inaugurated  dealer-service  programs  of  their  ovm, 
servj.cing  all  of  tlie  coniioditios  that  they  handle.    We  are  strongly  in  favor  of  this 
development  and  are  doing  ail  v;e  can  to  foster  it  J' 

f.  Grower-shipper  groups  that  favor  dealer  service  supported  by  the  fresh  fruit 

and  vegetable  industry  as  a  whole,  gave  the  follovj-ing  reasons: 

''  "The  dealer-service  men  would  be  relieved  of  competitive  activity  and  iTOuld 

be  able  to  do  a  m.ore  basic  educational  job  mth  tlie  retail  trade.     Such  an  activity 
should  be  a  continuous  year-round  effort  and  therefore  y^erniit  of  a  permanent  organi- 
zation rather  than  one  that  vrould  hav-e  to  be  built  up  anew  each  season  as  in  the  case 
of  service  arpljdng  to  a  single  crop.    Furthermore,  there  ivculd  be  an  opportunity  for 
more  intensive  and  sustained,  effort   rith  indi-^/idual  retailers.     Ideally,  it  y>rould 
seem,  that  all  factors  concerned  should  contribute  to  the  activity  -  g'rowers,  shippers 
and  jobbers." 

"I  am  strongly  of  the  opinion  that  a  dealer-service  org3nJ_zation,  national  in 
scope  and  far  more  broad  in  character  and  training  than  is  permitted  by  the  funds 
available  to  any  one  organization,  ivould  be  far  more  productive  to  all  using  such  a 
service ." 

One  plan  which  found  a  niunber  of  advocates  v/as  that  the  jobbers  in  a  city 
market  should  organize  to  promote  dealer-service  work  in  arranging  fruit  and  vege- 
table displays  and  that  gro-vers  and  shippers  should  furnisri  these  organizations  vlth 
display  material  advertising  their  ovm  i.)roducts  and  should  also  furnish  educational 
material  ■  or  oth(jr  information  rel.ating  to  specific  products. 

The  feasibility  of  de,?ler  service  and  other  sales-promotion  work  by  jobbers 
and  others  interested  in  the  v/holesale  trade  on  a  cooperative  basis  is  currently  being 


considered  by  trade  aj,9ocj ab.i.cn.s . 


nu^^sfion?^^nr  "^'^  f^Jf^i^^^^^  5nfon:iation  in  this  survey  were  asked  the  f-oIloTdn. 
question:  you  think  that  dual^r  .jer^ice  ommotinp-  the  sMo  of         -rl-'v,^     •  + 

Sfo??ror  ifdi-rfdL[  '^^^le^  ir;  r.he  ci.;,  or  district  a.,  the  combined 

he^hlndle"?"  '  conclur-ting  a  dealer  service  on  all  products  which 

who  r...r?'w''/"^\''  '''^'■P,  "Vision  of  opiadon.  SliAfcly  mre  than  ha]f  of  the  iobbere 
S?ec  °  Thet:^Wei°th^^*f5/;"*  rroup-eupport  ed  de.ler  service  .J^  S^^^S 
6omc  thou£-ht  th-  r  •        ?  =■-'"•1"'=  by  individ.Aal5  would  be  bost  but  ' 

i^inT^-^^  "ould  be  prohibitive.    Most  of  those  re- 

?he    "gb'^s  ;coort"::d  thf^unil"       f  =°°^"^^-^"on  ,^„ng  jobbers.    About  half  oj 

vice^ProgJl  Sgh^be  dts^  raur  rovernment-sponsored  dealer-se 
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I"  an  effective  dealer-service  program  .it  is  essential  to  have  capable  and 
energetic  representatives  vrho  are  thoroughly  farniliar  vdth  f  mits  and  vegetables  and 
experienced  in  retail  merchandising.    They  diould  know  varieties  and  grades  and 
methods  of  displaying  and  caring  for  the  products  in  the  stores. 

Dealer  service  is  compa.ratively  new  in  fruit  and  vegetable  marketing  and  there 
is  need  for  development  of  material  to  be  used  in  work  with  retailers. 

Some  of  those  who  operate  dealer  service  have  prepared  charts  showing  m.ethods 
of  caring  for  each  of  the  leading  fruits  and  vegetables  in  the  stores  in  oi-der  to 
decrease  waste  and  to  keep  the  stock  fresh  and  attractive.     It  is  the  opinion  of 
leaders  in  the  industry,  however,  that  there  is  need  for  further  research  in  regard 
to  proper  methods  of  handling  produce  in  the  stores  looking  toward  niaking  available 
authentic  information  additional  to  that  now  available.    Charts  shomng  this  infor- 
mation could  be  distributed  to  all  interested  retailers.    Information  should  be 
available  as  to  the  best  tj/i^es  of  disr.day  for  each  produce.    Som^e  organizations  have 
experienced  better  results  xidth  bulk  displays  of  fruits  and  vegetables  which  give  the 
impression  that  selling  is  in  progress,  rather  than  v.dth  fancy  dispalys  wMch  may  give 
the  i.Tipression  that  they  are  for  appearance  rather  than  for  sale. 

Detailed  pla,n3  for  building  display  stands  or  racks  should  be  furnished  to  all 
dealer-service  men  to  give  to  interested  retailers  or  tn  use  in  helping  the  retailervS 
remodel  their  stores.  A  number  of  plans  for  general  store  arrangement  should  also  be 
available  through  the  dealer-service  men. 

The  use  of  circulars  published  periodically  to  give  suggestions  on  merchandis- 
ing and  to  supply  current  infonriation  on  the  situation  in  the  fruit  and  vegetable 
industry  is  being  developed  as  a  means  of  reaching  a  large  number  of  retailers.  Cir- 
culars of  this  kind  sponsored  by  a  trade  association  are  now  available.    Some  of  the 
chain  stores  are  issuing  and  distributing  merchandising  circulars. 

Pricing  is  an  important  part  of  fruit  and  vegetable  retailing,  and  many  re- 
tailers have  some  difficulty  and  use  much  time  in  setting  the  retaj.l  sale  prices  on 
a  large  number  of  fruit  and  vegetable  items.     Sor.ic  of  the  large  wholesaling  organi- 
zation have  issued  charts  or  cards  shov.dng  proposed  sales  prices  for  their  products 


that  mil  rettirfi  certain  percent  age's  of  profit  at  each  cost  price  in  a  usual  range. 
Most  of  these  available  pricing  cards  are  for  fruits  for  which  containers packs, 
and  sizes  are  viell  stanclardiz'od.    Considerable  use  could  be  made  bv  many  retailers 
of  a  pricing  chart  for  various  .vegetables  vrhich  are  usually  bought  by  the  bushel  and 
sold  by  the  poimd.    One  type  of  pricing  chart  of  this  kind  is  shown  in  table  7.  This 
t;)^e  of  chart  ,cou3-d,  of  course,  be  constructed  tO' show  for--each  coat  the' retail  sale 
price  of  quantities  usually .bought  by  customers  to  return  various  percentage  profits. 

Attractive  price  tags  are  an  important  merchandising  aid  and  should.be  a  part 
of  the  equipm.eht'  of  Ue'aler-ser'vice  men. 

Point-of-sale  advertising  or  display  material,  varying  in  accordance  with  the 
products  handled,  by .  the  spons-^rs,  is -an  important- part  of  dealer- service,  and  is 
deserving  of  study  to  detennine  the  t.y]:es  which  are  proving  most,  effective. 

Dealer-service  representatives  have  found  it  advisable  to,, classify  stores  in 
their  territories  apprbxijiately  in  accordance  with  their  voliLme  of  sales.   .  In  some 
instances  it  has  'been  -found-  necessary  or- advisable  to' restrict '  dfealer-service  efforts, 
to  medi\am-or  larger-size  stores,  at  least  until  these  have  been  thoroughly  canvassed. 

The  preparation  and  use  of  educational  film  is  found  to.be  of  great  advantage 
by  some  concerns  in  their  dealer-service  work.    Night  schools  for  educating  retailer? 
in  merchandising  are  also  being  tried.   ,  .. 


The  term  "dealer  service"  as  used  in  the  fregh  fruit  and  vegetable  industry 
generally  refers'  to  merchandising  assistance  given  free  of  charge  to  purchasers  by 
carlot  shippers,  jobbers,  and  others  usually  at  , point  of.  retail,  sale..    The  object  is 
to  stimulate  sales  through  the"  retail  outlets.    Leading  types,  of  dealer  service  in- 
clude, assisting  and  advising  the  retailers  In  regard  to  displays,  care  of  products, 
pricing,  varieties,  and  in  grades  and  merchandising  methods.     Point  of  sale  display 
material  is  furnished.  ■     -•  ■ 


The  purpose  of  this  survey  was  to  ascertain  the  present  status  of  dealer  servi 

and  not  to  study  or  analyze  advertising.  .  ,.   

.    ■  ■■-    ..^ 

The  present -widespread  interest  in  dealer  service  results  pa,rtly,  at  least, 
from  the  fact  that  per  capita  production  of  fruits  and  vegetables  has  increased  con- 
siderably over  a  period,  of  -  years  and  there  have  been -frequent  problems  of  market  sur- 
pluses. . 

Most  of  the  large  .grow.sr-shipper ,  organizations  and  some  State  agencies  repre- 
senting grov/ers  are  conducting  dealer  service.    Reports  from  a  niimber  of  these  na- 
tionally known  concerns  indicated  that  on' the'  average  about  one-fo\irth  of  their  sales 
promotion  budgets  is  being  spent  for  dealer  service. 

Food  chains  are  c onduc ting  a  service,  designed  to  stimulate ■ sales  through  their 

stores. 

Jobbers  in  the  city  m.arkets  have  in  recent  years  conducted  .'^ome  dealer- service 
work.    This  has  been  done  both  cooperatively  by  groups  of  jobbers  and  by  individual 
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jobbers . 

Dealer  ser\dce  by  jobbers  usuallj^  has  as  its  object  the  increase  in  retail 
sales  of  all  fruits  and  vegetables;  v/hereas  service  by  groups  of  growers  or  shippers 
is  mostly  designed  primarll.y  to  stimulate  sales  of  the  particular  kind  of  product 
marketed  by  the  sponsoring  group,  ivhich  product  is  usually  identified  by  brand. 

Dealer  ser\-ice  ^.vas  conducted  cooperatively  by  a  group  of  St.  Louis  jobbers 
,  from  !'a^r  1958  to  November  1939. 

It  is  difficult  to  measure  defintely  the  effectiveness  of  denlor  service' in  in- 
creasing  sales  in  a  community  or  city.    It  has  been  clearly  sh.ov/n  that  in  specific 
stores  sales  have  been  increased  through  dealer-service  efforts.    Opinions  of  dealer- 
service  sponsors  are  generally  t'lat  it  is  accomplishing  vrorth-while  results. 

There  has  been  conjiderable  discussion  as  to  whether  it  ■•vould  be  ad">/isable  to 
have  dealer  service  supported  by  the  fresh  frui.t  and  vegetable  producing  industry  as 
a  whole;  or  whether  the  combined  efforts  of  individual  groups  of  growers  would  be 
more  effective.     The  sajvie  c_uestion  applies  to  a  service  supported  by  individual  job- 
bers in  a  district  as  comnarod  with  a  service  supported  cooperatively  by  jobbers. 
There  is  a  sharp  division  of  opinion  on  this  cuestion  among  sponsors  of  dealer  service 

Principal  reasons  for  advocating  dealer  ser^rLce  supported  by  all  producers 
and  shippers  were  that  duplication  of  effort  would  be  decreased;  regular  employment 
of  experienced  personnel  would  be  facilitated;  that  it  is  impractical  to  do  dealer- 
service  work  on  one  or  two  conm.odities  in  a  store  if  the  others  are  neglected  and 
unattractive. 

Priiicipal  reasons  for  advocating  dealer  ser\dce  supported  by  individual  groups 
f  or  individual  jobbers  were  that  sales  effort  on  specific  products  identified  by  brand 

or  othenvise  is  much  more  efficient  than  on  products  not  identified;  problem.s  of 
I   management  and  operation  of  a  service  applying  to  all  fruits  and  vegetables  would  be 
very  difficvLLt;  that  there  vrould  be  great  difficulty  of  obtaining  continued  coopera- 
tion among  large  nuinbers  of  producers  and  handlers  of  products  which  are  often  com- 
petitive . 

There  is  need  for  further  research  and  study  in  preparing  and  making  available 
effective  aids  to  be  used  in  dealer-service  work.     For  example,  further  work  should 
be  done  in  ascertaining  and  making  available  information  on  the  best  methods  of 
handling  each  kind  of  fnjiit  and  vegetable  in  the  retail  stores  to  reduce  waste  and  to 
keep  the  product  fresh  and  attractive.    There  is  need  for  information  in  a  convenient 
form  on  pricing,  particularly  on  vegetables  which  are  often  bought  by  volume  and  sold 
by  weight.    Detailed  plans  on  constinaction  of  produce  racks  and  store  arrangement 
would  be  useful.    Carefully  prepared  m^aterial  "to  be  used  in  educating  retailers  in  re- 
gard to  fruit  and  vegetable  crops  and  merchandising  m.ethods  would  be  useful  in  con- 
ducting an  efficient  dealer  service. 


